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Appendix A: Evaluation Plan

DOH Executive order 136
Healthy Nutrition Guidelines (HNG) 2018 Evaluation Plan

Evaluation Description and Data Collection

Evalation QuestionsOurevaluation questioniclude:

1. How does Executive Order (EO}YI&impact the food environments of affected venues,
specifically worksite cafeterias, micro markets and vending machidew have these food
environments changed since BNmplementatior?

2. To what extentare affected buildings observing the HNG across food sewdnaees? How has
HNG compliance changed over time?

3. What are the effects of HNG implementation on micro market saed what types of foods
are selling in micro arkets?

4. What were the successes and challenges of HNG implementation?

5. What are the primary lessons learned and suggestions and recommendations for sustaining
HNG implementation?

Ultimately, we intend foour collected datdo inform the question:
6. What future implementation and evaluation efforts are recommended to encourage and
enhance implementation of the HNG across food service venues affected by®? 13

Types of Evaluation ConductdddzNJ LINE 2SO0 Q& Sediwithdakr prdje2tyogid diotdey” A &
(SeeAppendix B We will use both process and outcome measures to evaluate this work. Process
measures will relate to the resources necessary to implement changes; how the work was conducted;
and the challenges, successes, and unintended consequerpesanced. Outcome measures will
address the extent to which expected changes are occurring in each outcome area.

Performance Measuremen®ur project work planandTablel8 below,includes a list of proposed
performance measures for each of our outoesn

Data Surces Data sources foall evaluation activitiesvill include both primary and secondary data
sources, such as vendor records and reports (e.g., planograms, micro market sales data), stakeholder
interviews, cafeteria site assessments usinggadard tool, and photographs (vending machines and
micro markets).

Table B, below, summariesthe types of evaluations we will use to ansvealuation questions
proposed performance measures; data sources; and data collection approaches/tools.

Tablel8. 2018 Evaluation Plan Summary

Evaluation Question Outcome/Process Measure/Variable ' Data Source(s) | Timeframe
How does Executive | Change in Café inperson assessments | - Café inperson | Data
Order 1306 impact | presence of 20142018: audits collection:
the food healthy vs. - Basic compliance measurg - Micro market | May-July
environments of limited food - Additional compliance in-person 2018
affected venues items from 2014 measures audits

-t A



including worksite
cafeterias, micro
markets and vending
machines?

How have food
environments
changed since the
HNG were
implemented?

to 2018 in all food
access points

Pricing changes
from 2014 to
2018 (where
possible)

Micro market inperson

assessments 2012018

- Presence of healthy vs.
limited food items

Vending machine photos

20142018

- Presence of healthy vs.
limited food items

- Number of healthy vs.
limited food items present

- Vending photos

To what extent are
affected buildings
observing the HNG
across food service
venue®

How has HNG
compliance changed
over time?

HNG compliance
across all food
access points

% Compliant for:

- Cafés

- Micro markets

- Vending machines

Change in % compliant for all
3 food access points

- Café inperson

audits

Micro market
in-person
audits
Vendng
machine
photos

What are the effects

Sales of healthy

- % of healthy vs. limited
sales

- % of sales by beverage tyj

- change in sales of healthy
vs. limited over time (2014
2018)

- Top 10 itens sold by
season

Micro market

of HNG ; . sales data
) : items in micro - Total $ amount generated
implementation on years 2014
. markets from healthy products vs.
micro market sales? 2018
total $ amount unhealthy
products (using old and
new guidelines)
- Total quantity healthy
products sold vs. total qty.
unhealthy products sold
(using new guidelines)
Key
Stakeholder
What were the - Successes of HNG |n.ter'V|ews
Success and ; . with:
successes and challenaed of implementation o Café
challenges of HNG | . ged o - Challenges of HNG
) : implementation . . owners/oper
implementation? implementation ators
o Evergreen
vending
What are the primary| Suagestions and Key
lessons learned and rec%?nmendations - Lessons learned from HN( Stakeholder
suggestions and implementation interviews
. for future / .
recommendations for with:

Data
analysis:
August
2018

Reporting:
September

2018




sustaining HNG
implementation?

ongoing
implementation

Recommendations and
suggestionsdr ongoing
HNG implementation
Sustainability of HNG

o Café
owners/oper
ators

o Evergreen
vending




Appendix BEvaluation_ogic Model

Original Logic Model:

Inputs
(what it takes to
conduct the program)

WA State Executive
Order 1306

WA State Department
Health (DOH), Healthy
Eating and Active Livit
unit (HEAL)

Food Procurement
Workgroup

Affected Executive
Branch Agencies and
State Departments
(e.g., agency leaders,
employees,
departments
responsible for
current food service
contracts and
infrastructure)
Executive branch
cafeerias(n=12),
vending machines (22
reported), onsite
retail

Food/Beverage
service venues (food
service venue
operators, managers,
and employees)
Food/Beverage
providers (vending
machine distributors,
food distributors,
cafdaeriag)

Previous related
evaluations and
evidence base
Outreach and TA
partners (e.g.,
worksite wellness
coordinators,
outreach
collaboration,

dissemination efforts)

Activities
(what is done; key
intervention
elements)

Technical
asgstance for
agency leaders,
worksite wellness
coordinators, food
service venue
operators/manage
rs:including
training, trouble
shooting,
development/provi
sion of an
implementation
guide on setting up,
Food and Beveragg
Service Guidelines
(FBSGs), modifying
TA to reflect
lessons learned
and overcome
challenges

Outreach
(publicity/promoti
on, educational)
efforts conducted
by HEAL to reach
agencies,
employees, food
service venues

Administration of
FBSGs (including
training, tracking,
monitoring,
enforcing)

Implementation of DOH Healthy Nutrition Guidelines

Outputs
(to whom, how much,
how many, at what
duration, etc.)

Technical assistance:

1 Implementation
guide

9 Who is trained to
provide TA and to
what degree

Outreach:

1 # and type of
outreach activities
conducted and to
whom (employees,
cafdaeria operators
SGOX0

Educational activities:

1 # and type of
outreach activities
conducted and to
whom (employees,
cafeteria operators
SGOX0

Adoption:

1 Extent to which
agencies adopt and
incorporate EO
policies

Implementation:

1 # of staff, amount of
time spent
administering FBSG
(including training,
tracking, monitoring,
enforcing)

1 # HEA presentations
provided

1 # food service
vendors/venues
complying with
agency policies

Outcomes
(specific changes in

individuals,

programs, or

systems)

Environmet

supports healthy

choices

1 Increased access
and availability of
healthy foods in
executive agency
venues and
programs

9 Price of healthy
foods/beverages
equates with or is
lower than less
healthful options

9 Promotion and
placement of
healthy foods
improved and
emphasize healthy
options

Organizational

Capacity

THEAL learns about
food service
contracts,
procurement
infrastructure and
structure, and
process changes a
organizational
level

Food Service

Providers/Venues

9 Consistent
revenue

q Better
relationships wth
providers and
agencies

Intended
Goals
(broad

changes to
which

outcomes

contribute)

More
healthful food
environments

Improved
understanding
of best
practices for
supporting
healthy food
and beverage
service
guidelines

Food service
venues
benefit and
are valued by
the
populations
they serve

Food
providers
increase
supply of
healthy food
options

Increased
demand for
healthy
options and
decreased
demand for
less healthful
options

Healthy
employees
(eat more
healthy foods,
experience




Evaluation team

9 # of modifications to
policies or
implementation
guide needed

9 # of interviews with
stakeholders

Production/costs:

1 Production and/or
cost records

Sales records

Employees

9 Increased
affordability/purch
ases and thus
consumption of
healthier foods
and decreased
consumption of
less healthful
foods

9 Venues are seen
as a worksite
resource

better health
outcomes)

Prevent
unintended
consequences
such as
negatively
impacting
food equity




Appendix C: Café assessment tool

HEALTHY CAFETERIA
FOOD AND BEVERAGE ENVIRONMENT SCAN

Observer(s):

Worksite/Agency:

Building Name:

Cafeteria Name:

Scan Date:

Date:

Scan Time

Start End

Cafeteria Size:

Medium food service venue Large food service venue



I. BASIC CRITER]Required for all size venues

# Varieties in # Varieties Total # Pomt.s . Comments
. s Grab . sm/med: 3 if .
1. Whole Grains Cafderia Line Varieties (more info
(a) and Go (a+b) teig)e & needed, etc)
(b) lg: 3 if total? 2 '
1 Whole grain listed as first
ingredientand/ or
1 Product has whole grain
stamp
1 Foods contain at least 50%
whole grains
Examplesoatmeal, brown
rice, corn tortillas, whole
grain pastas and cereals
Points
ieti sm/med: 3 if
# Varieties in # Varieties Total # ! Comments
s Grab o total 2 1 raw .
2.Vegetables Cafderia Line Varieties g (more info
(@) and Go (a+b) lg: 3if total2 1 needed, etc)
(b) rawand if 2 1 '
steamed
Raw and/or saladype
Steamed, baked or grilled ALL points if
without added fat or oil sala_d £y
available
# Varietiesn # Vgrr;ebtles Total # Points Comments
3. Fruit Catteria Line and Go Varieties sm: 3if2 2 (more info
€)) (b) (a+b) med/Ig: 3 if2 3 needed, etc)
Whole or sliced fruit
# Varieties in Points Comments
4. Protein Entrees Cafgeria Line 3if2 1 (more info

@)

Lean meat, poultry, fish or
low fat vegetarian entrée
choices

needed, etc)




# Varieties Points
# Varieties in Gr:lambl Total # 3if2 1 Comments
5. Low Sodium Entrees Cafeaeria Line Varieties | availableand (more info
and Go .
@) (b) (at+b) if needed, etc)
2 1 promoted
Low Sodium entrée and/or
mealavailable
Low sodium entrée and/or
mealpromoted
# Varieties in # Vg:;:es Total # 3 i':g'?ts ; Commens
6. DeepFried Entrees Cafaeria Line Varieties pe (more info
and Go day
(®) (b) (a+b) needed, etc)
Deepfried entrée available
per day
. # Varieties in # Varieties Total # : Comments
+Transfatand-Rartially o Grab o Points .
i Cafeeria Line Varieties e (more info
Hydrogenated Oils and Go 3if=0
@ (b) (a+b) needed, etc)
Mealtemscontainingtrans | - | - | - Asked in Café
fatorpartaly-hydrogenated op questions
oils
# Varieties # Points
8. Low Fat and Non Fat Milk| in Cafaeria Varieties To_tal_# 2if2 1low Co_mments
. Grab Varieties : (more info needed,
Products Line fat and if
and Go (at+b) etc)
() 2 1 non fat

(b)

Low Fat: Fluid milk = 1%.
Other products can be 2% or
less

Individually packaged fluid
milk, yogurt,pudding,cheeses
(cheeses labeled low fat or
reduced fat or part skim
mozzarella)

Nonfat/fat-free milk products

Individually packaged fluid
milk, yogurt,pudding
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Points Check all that apply

1f2
# Sourcesn Cafderia 2 L to water

. : available Served as part of
9. Free Water (includes seating area) and if fountain drink station
21 Independent water
promoted | dispenser (e.g. water
Free water available cooler, jug) .
Water fountains
Other

Free watempromoted

Customers charged
for cups/glasses for
water ($ )

Sources of water
are operational at the
time of scan

Additional comments

Total points section |I. BASIC CRITERIA /25

Il. ADDITIONACRITERIAMedium venues must earn an additional 10 points from sections Il and/or
lll; Large venues must earn an additional 25 points from sections Il and/or .

Not Points Comments
Yes| No . . .
Beverages ) | % Sure or | (circle if x in (more info
N/A True column) | needed, etc)
1. Cup sizes no larger than 16 oz
3
2. No free refills of sugasweetened beverages
2
3. Only low fat (1%)and nefat fluid milk products
are offered 3
4. Lowfat (1%) omon-fat milk are default milk
options:
1
With coffee drinks and en milk is provided with
entree

11



Not Points Comments
Yes| No . . .
Beverages ) | ) Sure or | (circle if x in (more info
N/A True column) | needed, etc)
5. Coffee service has milk (any %286, lowfat or
non-fat) as default option rather than cream or
half and half 1
No containers of cream dwalf and half are available
must be requested
6. If sugarsweetened beverages are offered, an
equal number of zero and low calorie beverage
must also be offered
Includes fountain and grab and go drinks; bottled 1
water and water available from the fotain count as
zero calorie beverages
[26 OFf2NRAS Aa O2yairRSN
container as offered for sale
Yes| No | Not Sure . Pgnt; Commgnts
Beverages o) | ) or N/A (circle if x in True (more info
column) needed, etc)
7. Offer only 100% frit juice¢no added
sugars
ALL fruit drinks must be 100% in order to g 1
this point
100% fruit juice with sparkling water added
counts
8. Vegetable juices offered contain 230 m
or less sodium per serving.
1
ALL vegetable juices must meet this stawuida
in order to get this point
ves| No Not Points Comments
Other Foods and Food Components | ® Sure or| (circle if x in True| (more info
N/A column) needed, etc)
9—AtleastoneWashingten-grown-foed-produ
is-availableatalHtimes. | sl N 3 Asked in Café
-- op questions
Confirm this innterview if not observable

12




ves| No Not - Ppintfs Comm_ents
Other Foods and Food Components 0 | ® Sure or| (circle if xin True| (more info
N/A column) needed, etc)
10. Half sized portions are available for at least
half of all entrée itemsndthis option is
promoted
3
ONLY applies toafeteria line-not grab and go
11. NonHried vegetabés or fruit are the default
side dish with meals.
3

ONLY applies to complete mealsafeteria line-
not grab and go

12. Allow substitution of noffried vegetable side
dish for no extra ch@e AND ppmote this

Circlepoints if

option allowedand
promoted
2
13. Offer at least one noifried fish or seafood
option per week (review menu) )
Include tuna salad
14. Offer condiments, sauces and dressings on
the side
Sandwiches 2
Salads
Sauces like tartar sauce; cheese sauce, etc.
15. When grains are offereanake whole grain
options the default for half of meals.
For hot entrees, applies to dishes that come wit 3
rice, pasta, etc
For grab and go, applies to sandwiches and wr
16. Offer a salad bar 3
17. Offer at least one oil and vinegar based sal 1
dressing that is also low in sodium
18. Offer healthy options with bread in place of
butter
2

IF spreacaiccompaniedread, there must be a
healthy option to butter (hummus, olive oil, etc)

13




Other Foods and Food Components

Yes

)

No
(x)

Not
Sure or
N/A

Points
(circle if x in True
column)

Comments
(more info
needed, etc)

19. Serve one megler daythat provides at least
three of thefollowing items:(review menu)

One serving fruit

One serving vegetables
One serving beans

One serving whole grains

20. If dessert is offered, offer smaller portions
(20z) of cookies, bars, etc.

Applies only to baked goods. Only need to hav|
one smalbne offered to receive points

21. Fruit located in close proximity to dessert
options

22. For breakfast goods, offer small portions of
muffins, quick breads and bagels3® 0z)

As long as one product meets this guideline,
points are awarded

23. For cheese, yogurt and other milk products
offer low-fat and nonfat products as the
default options.

Pertains to meals; cheese on sandwiches, in
dishes (double check in interview)

24. Offer lowsugar cereals (6g or less of sugar
per serving) withat least 3g of fiber?

25. Only offer yogurt with no added caloric
sweeteners or labeled as reduced/less

; as

(1 point pemproduct up to 5)

abh wNPE

Asked in Café
op questions

Total points section Il. ADDITIONAL CRITERIA

14




Ill. BEHAVIORAL ECONOMICS

Points

Yes No Not (do notcircle if x Sl
Other Foods and Food Components Sureor | (more info
(x) (x) N/A in Falsecolumn needed, etc)
for ANYitems) '
1Al healthieroptions-sold-atequal or chips
lewer price-than-equivalent-available | chips | chips cereal
items(e—turkey burgervsregular yogurt
brger) cereal | cereal milk
(NOTE: Derive this information from soda 3
section 4 below : price) yogurt | yogurt juice
milk milk
soda| soda
juice juice
2. Healthier items placed more
prominently¢ closer to customers and
at eye level 2
Pertains only to grab and go section(s)
3. At least 75% of promotion signage in 2
venue is for healthier items
Yes No Not (cirlj:?emi;Sx in Comments
Other Foods and Food Components Sure or (more info
(x) ) N/A True column for needed, etc)
ALLitems) '
4. No marketing of deegfried options & 5
the special or feature of the day
5 Employees-trained-to-promptcustome . .
to-choose-noHried-vegetableswhen | I 1 Asked in Cafe
op questions
ordering Pa
eustomem%eeheese—zemnd—teﬁi ———————————————— 1 Asked in Café
lorie] I R op questions
7. Healthier options are listed first for eac
category of the menu 1
Zero and lowcalorie beverages are listed
before sugaisweetened beverages on the 1
menu
8. Healthier menu optionsra promoted 1
via advertising, coupons, price 2
promotions, signs, kiosks, table tents, 3

etc (1 point for each up to 3)

Total points section IlI

BEHAVIORAL ECONOMICS

15




TOTAL POINTS OVERALL | + 1l + Il =

Cafderia in Compliance for BasiCriteria? Yes No

(To meet theGuidelines all food service venues must earn a minimum of 25 points by meeting basic
criteria that will be assessed on a point scale)

Catteria in Compliance for Additional Criteria? Yes No

(Large service venues mustre and additional 25 points and medium food service venues must earn an
additional 10 points to meet th&uideline.

OverallCagteria Compliance? Yes No

(Does the food service venue meet Ggdelinesor both Basic Criteria and Additional Criaé)

Observer Comments:

IV. HEALTHFUL vs NON HEALTHFUL

Promoted?
Comments

Y/N (more info needed, etc

Low sodium snacks/chips
(¢ 360 mg)

SODIUM

Low sodium item
(¢ 480 mg)

Low sodum meal
(¢900 mg)

16



Lower sodium options are placed near peaitpurchase Y/N

#Healthy | #Unhealthy Total # Approximate
L . - . f Commfants
Other Healthful Eoods Varieties Varieties Varieties proportion o (more info
€) (b) c (a+b) Healthy
needdl, etc)
(alc)

Proportions

HealthyCereal 0%

Low sugatr/hi fiber cereal 1-10%

(¢ 6 g sugar/serving amtl 11-33%

3 g fiber) 34-50%
51+%

Healthy Chips 0%

¢ 39 fat/1 oz serving 1-10%
11-33%
34-50%
51+%

HealthyYogurt 0%

Low or reduced fayogurt 1-10%
11-33%
34-50%
51+%

Healthy Milk 0%

1 Skim 1-10%

1 1% 11-33%
34-50%
51+%

Healthy Sodgnot 0%

counting fountain drinks 1-10%

here) 11-33%

1 Diet soda 34-50%
51+%

Healthy Juice (fruit/veg) 0%

1 100% 1-10%

1 ¢ 230mg 11-33%

sodium/serving 34-50%

9 No added sugar 51+%

17




Package Size/Price/Variety Chips and Snacks

Available| Pkg Unit price
Y/N Size
(02)

Healthy Cereal productname
Low sugatr/hi fiber cerealt(6 g oz| $ .
sugar/serving and 3 g fiber)

-use @eerios if available or alternate |
not

Regular Cereal productname
(> 6 g sugar/serving and < 3 g fiber) $
-use flavored Cheerios if available or 0z
alternate high sugar cereal

Healthy Chips productname
¢ 3g fat/1 oz serving $ .
-use b&ed Lays Potato Chips or 0z
alternate low fat chips

Regular Chips productname
>3gfat/10z serving $
-use Lays Potato Chips Classic or 0z
alternate hi fat chips

Healthy Yogurt productname
no added caloric sweeteners or $
labeled as reduced/lss sugar

-use gain nonfat or if unavailable use
non-fat or reduced fat yogurt with no
added caloric sweeteners or labeled {
reduced/less sugar (report lowesit
available)

0z

Regular Yogurt productname
-full fat yogurt or alternate high $
fat/sweetened yogurt 0z

18




Package Size/Price/VarietyBeverages

Available| Pkg Unit price Pkg Size (0z)
YIN Size
(0z)
Healthier Milk productname
skim or 1% (report lowest fat milk $ .
available) 0z
Regular Milk productname
2% and/or whole nik (report lowest $ .
fat milk available) 0z
Healthier Soda productname
most dominant diet soda brand $ .
0z
Regular Soda productname
most dominant sugared soda brand $ .
0z
Healthy Juice productname
100% fruit/vegetable juice witkt 230 $ .
mg sodium/serving, no added sugars 0z
Regular Juice productname
Juice Drink $ .
0z
Unsweetened Tea productname
0z
Sweetened Tea productname
$ .
0z

19




Package Size/Price/VarietyBeverages

Available| Pkg Unit price Pkg Size (0z)
Y/N Size
(02)
Flavored Water productname
(<40 cal/svg) $ .
0z
Sports Dmk product name
$ .
0z
Fountain Drinks Availability
Indicate the number of more healthy | Available| # More | Total # Comments
and total options for the following: Y/N Healthy | Options
Options
Soda (e.g. diet soda)
Juice (e.g. 100% fruit juice)
Tea (e.g. unsweetened tea)
Other Indicate types of other
Miscellaneous
Yes No Comments
(x) (x) (Descriptions, etc.)

1.Whole grain starch side w/o added
sauce is available

2.Chips are automatically included as a

meal side

20




3.Fries are awimatically included as a
meal side

4.Salad-orfresh-vegetablescan be
. for fri i o
additional-cost

Asked in Café op questions

5.Non-cream based soup available

6.Low fat or fat free salad dressings are
offered on saladar

V. PLACEMENT and PROMOTION

Yes

(x)

No
()

Comments
(Descriptions, etc.)

1.Catteria has signs or other displays
that encourage GENERAL HEALTHY
eating or healthy food choices (poster|
on wall, signs, table tents, etc)

2.Cafderia has signs origplays that
encourage LESS heathy food choices

3.Cafderia has signs or displays that
encourage OVEREATING (supersizin
all you can eat, etc)

4.Feature of the Day or special
combination meal is promoted

Yes

)

No
()

Comments
(Descriptias, etc.)

5.Cafderia has other information about
promotions or pricing strategies
(farmers markets, discounts on
healthy items, locally grown, etc)

ition information.is.on
he intrali

Asked in Café op questions

7.Healthier options are indicated on
salad bar (Go, Slow, Whoa icons or
other system)

8.Cafderia identifies menu items as
AKSIFfOdKe 2NJfAIKI

21




92 KSy GSN¥Ya akKSI i
used, standards are listed for these
items

Describe Standards Used

10.Nutrition information is posted on
menu boards, brochures or in other
display areas

11.Unhealthy items are located near
cash register/point of purchase

12.Fruit is well lit

13.Fruit is appealing in appearance
(looks fresh, not bruised, etc.)

14.Some fruitis located near the
register/point of purchase

enter total# fruit LOCATIONS throughaeafeteria

15.Vegetables are well lit

Yes

)

No
()

Comments
(Descriptions, etc.)

16.Vegetables are appealing in
appearance (looks fresh, not
discolored, etc)

Salad bar counts as 1 option.

enter total # vegetabl©PTIONS throughout
cafeteria

17.Some vegetables are located near
the register/point of purchase

18 WASHINGTONrownproducts-are
available

Asked in Café op questions

19.WASHINGTObNrown products are
promoted/marketed

DESCRIBE HOW WA grown products are
promoted/marketed

EXTRA NOTES

22




Questions to ask the&€afeteriaManager

Entrees / Meals

1. Do you offer a low sodium entrée and/or meal? Yes No Notes

2. Do you offer a notiried fish or safood option at least once a week? Yes No

3. Do any of your meal items contain trafet or partially hydrogenated oils?Yes  No

4. For cheese, yogurt and milk products, are fatvand nonfat products offered as the default? (i.e.

on sandwiches, in meals, pakfai & X 0

Item: Yes No

Item: Yes No

Item: Yes No
Sides

5. Do your sandwiches/entrees come with a side? Yes No

If so, what is the default side?
Can a vegetable be substituted at no costas  No

6. What type of spreads dgou offer with toast/bread/bagels?

7. Can customers get condiments, sauces and dressings on the side® No

8. Do you offer at least one oil and vinegar based salad dressing that is alsododium?  Yes
No

9. Are lowfat or fat-free salad dressings offered? Yes No

10. What type of base do you use for your soup?

11. Do you purchase lower sodium products, such as:

Soup base Yes No
Deli meats Yes No
Canned tomatoes Yes No

Fresh or fozen vegetablesYes No

Bread products? Yes No
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Beverages

12. How much are customers charged for cups/glasses of water? N/A  Cost:
13. Do you offer free refills on your fountain drinks? Yes No

14. What is your default milk option when making coffee &sf

Ordering Prompts

15. Are employees trained to prompt customers to choose zerdow-calorie beverages when
ordering? Yes No
16. Are employees trained to prompt customers to choose Hfiied vegetables when ordering?Yes

No
Environment

17. Do you offer at least one WA grown food product at all times? Yes No

18. Do you offer nutrition information on the intra/internet? Yes No

Marketing and Promotion:

19.1 26 FNB &2dz LINEY2GAYy3 ¢KIG F22R& &dagintdE &St f Ay 3

immediate space? (Newsletter etc.)

20. Do you specifically let people know that your café has low sodium options?

21. Do you specifically let people know that your café has locally grown options?
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Appendix D: Café assessment guide

Cafderia

Food/Beverage
Environment Assessment
Scans: A Stepy-Step
Guide
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INTRODUCTION

The purpose of this guide is to promote healthier food/beverage environmer@aiaeriasfor
employees and visitors by describing a skgstep process for conducting healtbgfetetia food and
beverageenvironment assessments usipgncil and paperFood and beveragenwironment
assessments can hefletermine the availability of healthier optionassess howafeerias support
healthier food and beveragehoice$, anddetermine a basline from which changes can be tracked
over time with repeated assessments. This guide accompémddealthyCafderia Food and
Beverage Environment Scareated by the University of Washington Center for Public Health
Nutrition.

Structure

The food andeverage portion of thessessment todiuilds on the Nutrition Environment Measures
Survey (NEMS) Restaurant and Stores surveys and other NEMS $ir8egsion |. Basic Criteria
examines the number of different varieties of various food groups th tte cafeerialine and the
grab and go section of theafeeria and includes some sample standards of healthier food and
beverage criteria, which are provided in Appendices A (Heal@aézeria Criteria) and B (Healthier
Salad Bar Criteria). Based attherence to these standardsafeteria venues can earn up to 25 points.
Section Il. Additional Criteri@xamines supplementary criteria that can help medium and large
venues earn additional points and looks at beverages, other foods, and food compdrants.
example, additional points are awarded if cup sizes are no larger than $&ction |1l. Behavioral
Economicdooks at the use of strategies to promote healthier food and beverage choices for
individuals usingafeerias For example, the placement water and/or fruits near the poinbf-
purchase or at eyevel in stalls or refrigerated units is identified as a means of promoting those
foods as easy and healthier choices.

GETTING APPROVAL

Before conducting aafeeria assessment you should haveclissions with your team and all
stakeholders, includingafeteria leadership, about the purpose and objectives of the work you are
about to embark on. Theafeeria assessments generally do not gather identifiable data that can be
related to individualsHowever, you should address any identifiable data issues with the relevant
leadership of all involved stakeholders. Specifically, ensure that the leadershipdafderia you

are working with supports your work.

Once you have conducted tlvafderia asessments and collected your data, you can use the

information collected to develop strategies to promote healthier choices. These strategies, described in
greater detail below, include the use of media, access, pricing, and proméfon each of these

strategies, a rationale for their use is presented along with an example. Other strategies, such as the 4

tQa 2F al NJSlGAy3aT INB aAYAfINI YR KIS 0S8y dzaSR:
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Media

Rationale: Effective and prominent usEmedia can inform individuals about healthier food, beverage
YR LIKeaAOlt FFOGAGAle OK2A0Sad ¢KS dzaS 2F YSRAL

F22Ra FYR 0SOSNI3ISad ¢KAA YIe&X Ay Gdzdgs>s AYyONBI as

ExamplestUse fliers or posters in theafeeria and hallways to advertise the availability of healthier
options in thecafeteria and to motivate individuals to make healthier choices.
Access

Rationale: Strategically increasing access to healthigices may make it easier for individuals to select
healthier foods. Providing a wide array of fruits and vegetables, healthier meals and beverages may
allow for those items to be more frequently chosen.

Examplestncrease the selection of healthier itenssich as healthier snacks and meals, and fruits and
vegetables in youcafeeria to make those options as accessible and prominent as possible.
Price

Rationale: Selling healthier food and beverage items at a lower price than less healthy options can be an
effective incentive for healthy eating.

ExamplesProvide healthier meals or snacks in tadeteria at lower prices than less healthy options.
Promotion, Point of Decision, Point of Purchase, Placement

Rationale: Supplying consumers with nutritionmdbrmation about healthier options at the point of

decision can influence decisions. Providing healthier options at the point of purchase may also make
choosing healthier options more likely. Finally, the manner in which healthier choices are promoted and
placed may play an important role in individual decisions.

ExamplesProvide menu labeling on all food and beverage items where they can be easily seen and

understood at the points of decision and purchase. At the point of purchase make healthier options,
such as snacks, more visible and easily available. Place healthier items, such as water, at eye level.

Social Supports and Services

wkEiA2YFESY t NPGARAYI a20AFf ySig2N]l a 2N adzZJi2 NI
in and sustain hdthier choices and behaviors.

ExamplesFacilitate the development of support groups to promote healthier food and beverage
OK2AO0Sad 9YLX 28SS o0SySFTAla YIre 2FFSNI RAaO2dzyia

PREPARATORY CONSIDERATIONS

If the person conductinghe cafeleriaassessment is not@afeeria employee, permission should be
obtained from the relevantafeeria management to inspect the grounds. Establishimgfateria or
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worksite contact can facilitate information gathering. It may be useful to estalbbntacts in the
nutrition services since there may be specific information required from nutrition or food service
workers on questions such as the price of an individual food item. It is recommended that two or
more people complete the scan for a marbjective view. Individuals using the scan are encouraged
to use the comment fields to collect additional relevant information. This information may be
important when reviewing any conflicting answers between data collectors.

The choice of venues to asse(e.g., determining whidafeteriato scan) should be agreed upon by
the team and relevant stakeholders. Many of these determinations can be made in assistance with
the appropriate worksite representative.

ENVIRONMENTAL SCANS
BACKGROUND INFORMATION

The accompanying assessment tool will help you determine if the food service venues you are
analyzing meet thélealthy NutritionGuidelinesTo meet theGuidelinesall food service venues must
earn a minimum of 25 points by meeting basic criteria thathelhssessed on a point scale. Large
and medium food service venues must earn additional points to meeGilidelines.

Small food service venue 25 points
Medium food service venue 35 points
Large food service venue 50 points

To determine the size of thcafeteria, use the following criteria:

0 Small food service venu@ffer only premade and prgpackaged options and the food is
prepared offsite and brought in to the food service location. A geatolgo venue is an
example.

U Medium food service venueTypically offer a smaller number of menu options including
premade or quicko-make options, such as soups and sandwiches. Rafisor food
service operations with limited esite preparation facilities are examples.

U Large food service venu®ffer a lage menu of options that are made-house, such as hot
entrees, grill items, salad bars, bakery items, deli stations, etc.-8efvicecafeteria or
conventional food service operation is an example.
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COVER PAGE, HEADERS, and FOOTERS
t 1 3S m 2 fyCaféeBaCl2RI fFiyR . SOSNI IS 9y BANRYYSyid {O

1) Create a rater ID for each person(s) conducting the scan. These can be any set of numbers or
letters that can be maintained to identify different raters. If only a small number of evaluators are
conductingthe scan, use rater initials for the IBnter this number into the rater ID boxes on each
page. You may prBll the footers prior to printing the environmental scan for convenience.

2) Write the name of the worksite or agency, building, aateteria.

3) Enterthe date (MM/DD/YY) orach page

4) Enter the buildingafeteria code oneach page

5) Check the box indicating the size of the food service venue you are reviewing. Use the criteria
listed on Page 5 to determine the size of ttadeteria. Please note that tkievaluation tool is not
appropriate for small scale food venues.

6) Enter the start time of the scan. When the entire scan is completed, enter the end time. The times
you enter will be the overall start and end times for the sirgglfeteria surveyed. Thisiaformation
may be helpful in evaluating the environmental scan and in planning for future scans by providing
estimates of time required to complete the scans.

7) Enter the number of cash registers.

8) Indicate in the Hours of Operation field the regular operaing closing time for typical weekdays
and typical weekend days. Also report on any significant information, such as times that the
cafderiais not available or closed (such as midrning or midafternoon).

|. BASIC CRITERIREQUIRED FOR ALL SIZE VENUES
Pk 3S H 27F GQGak&iaG2 BRENKR . SOSNI IS 9YyDANRYYSYy U { (

InstructionsPlease fill outill of the columns and rows iBection |. Basic Criteridf. a column is not
relevant, please write N/A. This will confirm that you have reviewed all sextibthe tool.Figure 1lis

an example of a food/beverage category that will be evaluated. In column (@), please fill out the total
number of varieties of the food/beverage category that are in¢hsteria line. In column (b), please

fill out the total number of varieties of the food/beverage category that are in the Grab & Go section. In
the column with Total # of Varieties, please add together the values in columns (a) and (b). In the
points column, based on the size of ttefeteria being evaluated, plese assign the appropriate

YdzYo SN 2F LRAyGaod !aS (GKS a/2YYSyhaeg O2ftdzyy (2 I R
referring back to the data or when comparing with the other data collector. Finally, &éetion .

Basic Criteridnas been compited, add up the points to calculate total points #ection I. Basic

Criteria.

Figure 1: example of a food/beverage category that will be evaluated in Section I. Basic Criteria

—_ Points
. e # Var Total #
Whole Grains # Varieties arieties ota Comments

i Grab Varieties | gmed: 3 if totaP 1
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Cafderia and G@ (a+b) Ig: 3 if total? 2 (more info needed,

Ling etc)
(b)
(@)

fWhole grain listed as
first ingredientand/ or

fiProduct has whole grair|
stamp

f[Foods contain at least
50% whole grains

Examplesoatmeal,
brown rice, corn
tortillas, whole grain
pastas and cereals

1. Includes all food items obtained fromcafeterialine, both selfserve items (i.e. salad bar) and items served bgfateria
employee
2. Grab and Go refers to gte-packagedood and beverage items

Assessment Food Definitions

Please use the followingyiteriafrom the Healthy Nutrition Guidelinesimplementation Guide for
Cafderiaswhen collesting data on the food groups.

Q1. Whole Grains criteria:

(1) Count if item meets one or more of the follogicriteria:
a. Foods containing at least 50% whole grains
b. Whole grain is listed as the first ingredient
c. Whole grain stamp
(2) Any food made from wheat, rice, oats, cornmeal, barley or another cereal grain is a grain product.
Bread, pasta, oatmeal, breakfast cats, tortillas, and grits are examples of grain products
(3) If a sandwich or wrap is made with whole grain bread or tortilla, count as a whole grain product

Q2. Vegetables (cooked) criteria:

(1) Count if vegetable is prepared with healthy cooking methodsrfsedagrilled, baked) without
added fat or oill
a. Do NOT count vegetables that are fried, heavily salted, served in cream sauce or butter

Q2. Vegetables (raw) criteria:

(1) Count if vegetable is raw and/or sakiype
a. Do NOT count vegetables that are servedwhigh-fat and highsodium dip or that are
canned with salt
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Q3. Fruit criteria:

(1) Count whole or sliced fruit (fresh, dried, canned in juice, frozen)
a. For mixed items containing exclusively frgiichas a fruit cup containing multiple types
of fruit, count each item as one fruit variety
b. Do NOT count mixed items containing additional food categories, such as fruits and nuts,
as these my be considered a snack option
c. Do NOT count fruit sweetened or canned in syrup

Q46. Entrees

(1) The Main Dish/Entrée is definad the main part of a meal. Examples include a sandwich, pizza, or
burger.

Protein Entrees:

(1) Count for lean meat, poultry, fish or Iefat vegetarian entrée choices
a. a[ Sty YSIiGaé¢ FNB aSFT22R 2NJ 3FYS YSIFG LINRRdzO
or less saturated fat, and less than 95 mg cholesterol per RACC (reference amount
customarily consumed) examples include poultry, fish, seafood, eggs, beans, peas, nuts,
seeds, and soy products
b. Dishes that contain lean protein, such as pasta oifistirmay count towards this category
i. HOWEVER, if additional fats are added to the dish (i.e. fried, served with a cream
sauce, or cooked in butter), do NOT count
c. Dishes that contain vegetables in place of protein, such as in pasta-fiystitay count
towards this category
i. HOWEVER, if additional fats are added to the dish (i.e. fried, served with a cream
sauce, or cooked in butter), do NOT count

Q5. Low Sodium Entrees:

(1) Count if low sodium entrée and/or meahigilable ANDIf low sodium entrée and/or meas
promoted
a. Individual food item: 480mg of sodium or less
b. Meal: 900mg of sodium or less
(2) If no information is provided regarding sodium content, askcttieteriamanager. If an entrée is
low sodium but not promoted no points may be awarded, but still nmake of this in the notes
section (i.e. perhaps low sodium entrees are not promoted for fear of decreased sales)

Q6. Deepfried Entrees:
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(1) Count the number of deep fried entrée(s) available per day
a. If there is not a deeffried entrée being served on thgay of the assessment then points
can be awarded. However, try to look at the weekly menu and make note of any fried
entrees served throughout the week

Q7. Trandat and Partially Hydrogenated Oils:

(1) Count if meal item(s) contain tradfiat or partially hylrogenated oils
a. Ask thecafeteria manager for this information

Q8. Lowfat and Nonfat Milk Products

(1) Count if at least one (1) low fatNDone (1) fat free option is available
a. Low fat
i. In order forfluid milk to be considered low fat, it must be 1%
i. AllothermilkLINE RdzOG&a Oly 0SS w: 2RI {i@®»ao&2vakb Sz,
include: Individually packaged fluid milk, yogurt, pudding, and cheeses. Cheeses
Ydzai 0SS (-Fb&é& SRNOGRBRAOER VRO | ABX & LIE NI
b. Fatfree
i. Count if nonfat/fat-free: Skim milk products
ii. Examples include: individually packaged fluid milk, yogurt, and pudding
c. Flavored milk
i. Count, but make note that it is flavored
d. Milk alternatives
i. Do NOT count, but if offered, note in the notes section

Q9. Free water:

(1) Count if free \ater isavailable ANDIf free wateris promoted.

a. Indicate if free drinking water is available, either at the fountain drink station, an independent
water dispenser or as a separate water fountain or jet. Note that some water stations may be
located immedigely outside the food purchase area, for example in the dining area of the
cafeteria. Part (b): Note whether the availability of free drinking water is advertised.

b. Is there a charge for obtaining cups or glasses for free drinking water? If yes, comntlat on
price and whether there is a price if customers bring their own cups or bottles.

c. Comment on whether the free drinking water stations, if applicable, were operative at the
time of your observation.
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II. ADDITIONAL CRITERIA
t 1 3S p 27F caféeBaCRi2RI fryRe . SGSNI IS 9y BANRYYSyYyld {O

InstructionsPlease fill outill of the columns and rows iBection Il. Additional Criteriaf a column is

not relevant, please write N/A. This will confirm that you have reviewed all sections of thé&igpaile

2is an example of a food/beverage category that will be evaluated. Please indicate if the statement in

GKS FTANRG O2fdzyYy A& GNUz2S 2N FrfasS o0& YIFENJAYy3 Ly &

the statement is not relevant to theafeteriathali & 2dz I NB | aadSaaiy3ax AYyRAOFGS
bk! é O2fdzyYyod LF &2dz YIN] |y GE¢ Ay GKS a¢NHzS¢ O2f
GKS a/2YYSyidaég 0O2tdzyy G2 FRR Fye FTRRAGAZ2YIE y2GSa
dataor when comparing with the other data collector. Finally, after section Il has been completed,
add up the points to calculate total points fSection Il. Additional Criteria

Figure 2: example of a food/beverage category that will be evaluated inti®ecll. Additional Criteria

True False Not Sure Points (circle if x Comments (more info needed‘ etd
Beverages (x) (x) or N/A in True column)

Cup sizes no larger than 16 3

0oz
Additional clarifications:
Q2. No free refills of sugasweetened beerages.
Mark true if charged for refills, even at sekrve station.
Q6. If sugassweetened beverages are offered, an equal number of zero and low calorie beverages
must also be offered.
G[2¢6 OFf2NRAS o06SOSNIIAS¢ A& RSTAYSR Fa I 06S@USNI3IAS 5

sale

Q8. Vegetable juices offered contain 230 mg or less sodium per serving.

If 100% juice is offered, but it is a mix of vegetable and fruit juitassity by the first ingredient and
follow the relevant protocol for that juice.

Q9. At least one Washington grown food product is available at all times.
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include items already shipped with a Washinggmown label.

Q10. Half sized portions are available for at least half of all entrée items and this option is promoted

If acafeterialine is seHserve make note of this in the comment section and prevdétailed description
of what is offered. Points will or will not be awarded based on discussions with the research team.

Q21. Offer healthy options with bread in place of butter

Only award points if there is aiternativeoption. If no option is offerd, including butter, then points
are not awardedRecommendedNo transfats, light margarine, reducedr low-fat cream cheese,
spreadable fruit, jam, nut butters

Q22. Serve one mealer daythat provides at least three of the following items: one sergrifruit;
one serving vegetables; one serving beans; one serving whole grains

To count, the meal must contain items from three DIFFERENT categories. Sandwiches may count if
they are composed of at least three of the above components:sgele also counts at least three
of the above components are offered. Serving size will not be taken into account.

Q24. Fruit located in close proximity to dessert options

Award points if fruits are easily accessible where desserts are also offered.

35



lll. BEHAVIORAL EGOMICS

tF3S o

Section Ill. Behavior Economitsmeant to record any/all signs, displays, table tents or other ways by

2 F caféeBaC2RI fI yRe . SOSNIF IS 9y PJANBYYSYI

which thecafeteria environment identifies healthier food and beverage item

Additional clarifications

Q1: All healthier options sold at equal or lower price than equivalent available items (i.e., turkey
burger vs regular burger)

Refer to Table 3: Assessment Criteria

Do not penalize if any item is marked N/A. Only do notirecpoints if a healthy option is sold at a
higher price than an unhealthy item. Not penalized if unhealthy option is not offered.

Table 3: Assessment Criteria

FOOD ITEM HEALTHY CRITERIA

Chips For baked chips, <3g fat or less per 1 oz. serving

Cereal <6g sugar AND >3q fiber

Yogurt Low (reduced) or noffiat AND contain no caloric sweeter or be labeled as
reduced/lowsugar.

Yogurt offered with fruit or sweetener on the side may be considered a healthie
option.

Milk Pintsized (16 o0z), unflavored ndat milk (skin). If nonfat is not sold, us&% as the
default healthier option. If pinsized milk servings are unavailable, make a note @
this and proceed to the next largest available size

Soda The most dominant diet soda at the most common size.d&laete the serving size
Do NOT include as assessment of sports or energy drinks in this section.

Juice 100% juice with no added sugars. If 100% vegetable juice with no added sugary

healthier option must contain 230mg sodium/serving or less. Ifavailable, note
the name of the less than 100% regular juice drink that is provided in the comm
section. Also include 100% fraihd vegetable juices in determining the proportion
of 100% juice offered relative to the total juice drink space and makesnin the
comments section. The default serving size for 100% juice is 6 ounces; the defz
fruit drinks is 15 0z. You should comment on any other serving size that is offer

the default.
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Q3/Q9: Promotion signage fa¥ K S I f iténfic An $nisBnue applies tany specific mesaging (e.g.,
hearthealthy,f A3 K{i>X SIdG Y2NB FNHzZAGa yR @S3aSilotSaszx |
promotions may be general; i.the items promoteddo nothave to meet the criteria in Appendix A.

Q4:TheFeature of the Dayis defined as a meal plate that must include a protein, a fruit or vegetable,
and a grain serving. This could be the same as a Main Entrée/Dish.

If this is a difficult item to assess, you should plan with your team how you will seléeatuze of
the Day. For example, you may choose to assessfbé S Nikain @at entrée line. Include
comments as to how you chose your selection and why

V. HEALTHFUL vs NON HEALTHFUL
t 35S mm 2FCam&iSCH2ZRBIEYIRe. SOSNF IS 9y FANRYYSY

Sodium:how to assess whether lwer sodium options are promoted

Lower sodium options may be promoted through advertising, coupons, price promotions, window
signs, irstore signage, kiosks, and/or takients. Lower sodium options are defined as

1 360mg oress sodium per snack item
9 480mg or less sodium per individual food item
T 900mg or less per individual meal

Package Size/Price/Variety Chips and Snacks

Cereal

1. For the cereal related questions, Healthier cereal items are defined as having 6gm or less
sugar/serving with at least 3gm fiber. The healthier cereal proportion is defined as the
number of slots or shelves devoted to the healthier item divided by the total number of slots
or shelves (i.e., the healthier item plal other cereal items)A You mg use, for example,
plain Cheerios as the default healthier cereal brand. If Cheerios is unavailable, and there is a
RATFSNBYG KSIFIfGKASNI ONI YRX AyOfdzZRS AGaA yIYS

2. Use a flavored Cheerios as the regular cereal option (>sigyar/serving), or the
corresponding alternate (include name).

3. Note the availability, serving size, and location (i.e., POP or otherwise). Also note the total
number of varieties of all healthier cereal options. You can provide comments on the actual
sening size in the space provided.
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Chips

1. For baked chips, use 3 gm fat or less per 1 0z. serving as the healthier item criteria. For example,
Baked Lays Potato Chips may be a default healthier option. If this is not available, note any
alternate healthier bleed chip brand that is used as the default.

2. The corresponding regular chip3(gm. fat per 1 0z. serving) is Lays Potato Chip Classic, or the
respective alternate (include name).

3. Proceed with your assessment in a similar fashion to that for the ceretabse

Yogurt

1. For the yogurtrelated questions, the healthier option must be low (reduced) or-fatrand contain
no caloric sweeteners or be labeled as reduced/less sugar. Yogurt offered with fruit or sweetener
on the side may be considered a healthigtion. Use plain, unsweetened, ndat yogurt as the
default healthier option, or if unavailable, an alternate Afah or reduced fat yogurt with no added
caloric sweeteners or labeled as reduced/less sugar (report lefaesivailable).

2. The correspondig regular option is full fat and/or contains caloric sweeteners.

3. Proceed with your assessment in a similar fashion to that for the cereal section.
Package Size/Price/VarietyBeverages

Milk

1. For the milk section, use phsized (16 0z.), unflavored ndat milk (skim) as the default
healthier option. If norfat is not sold, use 1% as the default choice. If-pinéd milk servings are
unavailable, make a note of this and proceed to the next largest available size.

2. The regular milk option will be eith@% or whole milk.

3. Determine whether or not the milk options are above the waist level of the reviewer or not.
Proceed with the price of each item, its avhildy, and proportion of skint% in comparison to
total milk space.

Soda

1. Use the most dominant dt soda as the default healthier soda option. Review the shelves to
determine the most common size. Please note the serving size and provide comments in the
space provided.
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2. The corresponding regular soda is the most dominant sugared soda brand.

3. Determineg KSGKSNJ 2LJ0A2ya I NBE RAALX @SR 0208 GKS NBY
determining the price of each item, location, the total number of varieties and the proportion of
diet soda space relative to total soda space.

4. Do not include an assessment obsfs or energy drinks in this section.

Juice and Other Beverages

1. Use 100% juice with no added sugars as the default optitimslis100% vegetable juice with
no added sugars, the healthier option must contain 230mg sodium/serving or less. If not
availale, note the name of the less than 100% regular juice drink that is provided in the
comment section. Also include 100% fraiitd vegetable juices in determining the proportion of
100% juice offered relative to the total juice drink space and make notie ioomments
section. The default serving size for 100% juice is six ounces; the default for fruit drinks is 15 oz.
You should comment on any other serving size that is offered as the default. Determine the
availability, price and placement above waistdefor each item.

2. You may wish to collect optional information on other types of drinks, including unsweetened
tea, sweetened tea, flavored drinks, and sports drinks. A criteria for healthier options for these
drinks may be <40 calories per 15 0z. camgai

Fountain Drinks; Availability

Proceed to the fountain drink station and determine the number of healthier options as well as the

G20Ff ydzYoSNI 2F +ff 2LIA2ya F2N) a2RIFx 2dzA0S FyR i
comments. If ober drink items are provided next to the fountain drink station, such as coffee without

FRRSR &adz3F NJ 2NJ ONBI YZ @&2dz YIeé AyOfdzRS (GK2aS dzyRSN.

Healthy Criteria is listenh Table 3: Assessment Criteram page 11

Main Dishes and Entree3he Main Dis/Entrée is defined as the main part of a meal. Examples
include a sandwich, pizza, or burger.

Determine the total number of main dishes/entrees.

Note the number of healthier options, as defined by the criteria in Appendix A.

Note the total # of deep fed entrée items.

For the grill station, count each type of burger separately. For exanfigleyrill station offerbeef
burgers, chicken burgers, and veggie burgers you would count 3 different burgers regardless of the

PowpnpE
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types of toppings or dressings.

5. For the default healthier option burger, you should count only those burgers that meet nutritional
criteria in Appendix A and that come without less healthy toppings (such as salted products or
extra cheese.).

Miscellaneous

When counting vegetables and wole gran starches (such as brown rice ambole wheat pasta), only
count those that are cooked without added cheese, butter or other heavy oils or sauces.
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V. PLACMENT AND PROMOTION
t 1 3S wmc 2 FCakKSNNIH SCZ AKE yR . SOSNI IS 9y TANRYYS)

Pont-of-decision (POD): e.g. on the menu board or at a food stall

Pointof-purchase (POP): within 5 feet of the cashier

Q2.Catteria has signs or displays that encourage LESS healthy food choices.

Count f any less healthy food choices are advertised. beafthy food choices are defined as any
foods which do not meet the criteria for healthier foods described in Appendix A.

Q3. Cafderia has signs or displays that encoura@dEREATING

This could include signs, table tents, or displays promoting ssipieg, alyou-caneat, jumbo size, or
feast descriptors. Such descriptors may be present on the menu or on separate signage.

Q1214. Fruit

Include all fresh frujtwhether whole, cut, or canneth water

LYRAOIGS 6KSGKSNI T Nitatithe Ardit is asduiellt as inastioter boodSiathe A y RA OF
cafderia® Gb2é AYRAOFGSE (KIG ¢AGK2dzi ljdzSaidrzys GKA& F

LYRAOFGS 6KSGKSNI FNHA G Aa | LIISIHEAYy3IAS dzaAy3d GKS &l
looks fresh (bright color, firm skin, appropriate scent) and is not bruised.

Indicate whether some fruit is located near the register.

Q1517. Vegetables

Consider all vegetablescluding potatoesregardless of preparation method

Indicate whether vege@mf S& I NB ¢St fAGP &, Saé¢ AMyaBRwddt §Sa GKI G
other foods in thecafgteria® ab2¢ AYRAOIF 0S&a OGKFG gAGK2dzi 1jdzSadGAz2y
case.
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Indicate whether vegetables are appealing, using the same criter@a®f SOGA Yy 3 &, Saé¢ 2NJ 4t

Appealing fruit looks fresh (bright color, firm skin, appropriate scent) and is not bruised.

Indicate whether some vegetables are located near the register.

Q18. WASHINGTOdown products are available

pu
N
p
[
>
pu
(p))
<,
[N
>
-+
>
(p))
Pl

In this section, indicats KSGKSNJ F22R Aa oSt S
include items already shipped with a Washinggmown label.

Q19. WASHISTONgrown products are promotefinarketed

Mark whetherand howany Washingtord NB gy 2 NJ & f 2ef@ pronioted dNBakdiEdiied &
featured as an ingredient or as a highlighted fruit or vegetafdlh}s identification process must refer
to an additional step taken by theafeeriato promote a particular itemCagterias may do this

through menu board fatures, sighage, and added labels, for examPteducts already shipped with

a Washingtorgrown label, however, do not meet the criteria of being promoted and marketed.
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APPENDIX A: Healthier Criteria

These criteria are meant to classify food and begerdems as healthier for theafeeria. For each

food or beverage item, or meal course, specific recommendations for nutritional content including
total calories, calories from fats and sugars, and sodium per serving are provided. Your facility may
wishto review other criteria to use. Please see reference section for additional resources.

Identified as healthful item on menor package OR

Xynn OF f 2NRSa

Main entrée KMz 2F OFft2NRASE FNRBY &l GdzNF GSR FI i
Trans fat =0 grams

Sodium<900 mg

Identified as healthful item on menu or package OR
Xcpn OFf2NRSA

Burgers/Sandwiches Xme: 2F OFf2NASAE FNBY &l GdaNI SR FIF
Trans fat=0 grams

Sodium<900 mg

Identified as healthful item on menu or package OR (side items may also be
reviewed under the fruit or vegetdb sections, ex: green beans, applesauce)

X Hpn OFt2NARSaAa LISNI AGSY
Side item _ R ] L
Kmmrz OF t 2NASdat TNRBY al ddzNJ 0SSR
Trans fat ) grams

Sodium<480 mg

Identified as healthful item on menar package OR

Featured Meal of the Day | <800 calories/meal

(combination of protein, . ~ 3 o .
fruit/vegetable, and whole Kmagz OFf2NASAa FNRBRY Al 0dzNF SR Tl 0
grain) Trans fat =0 grams

Sodium<900 mg
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Salad entrée

{FfFR O8I RNVAKXFI G Ay 3 NB BOScylariés frank @ S d
fat, excluding nuts and avocados) and must havefatwfat-free dressings.

Dark green vegetables include: mustard, turnip, & collard greens, romaine, spinac
and broccoli (**Iceberg lettuce does not meet this criteria)

OR if nutrition information available:
Xynn OF f 2NRASa
KMz 2F OFft2NRASE FNRBY &l GdzNF GSR FI i

Sodium<900mg

Identified as healthful item on menu or container OR

XHHp OFf2NARSa LISNIy 21

Soup KME: OFf2NASE FNRBY &l GdzaNJ G SR
fat Trans fat =0 grams
{2RAdzY Xonn Y3
Fruit All fresh fruits or canned fruit in water or 100% juice (includes unsweetened apple
All raw, steamed, baked, or grilled seasoned without fat or oil
gl {2RAdz2Y Xnyn Y3Ik&SNBAyY3
If items are packaged:
Bread: 50% whole wheat/whole gfain §200 mg sodiurrv] i
Cereal<c 3 adzal Nk aSNBAY3I |yR xo03 FTAOSN
<200 calories per serving
Snack/Dessert YKo pealories from total sugars
KXMmE: OFf2NASE FNBY al GdzN» GSR T i
Trans fat=0 grams
{ 2RAdzY XocnY3
*includes lowcalorie gelatin/pudding cups
5AS0G &a2RFX 61 GSNE mnm: FNHAG 2dA OSI |
Beverage unflavored skim or 1% milkow-OF £ 2 NAS 0S@OSNI 3Sa 06 XHp

offered for sale)
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APPENDIX B

The following classification uses a fgellow-green system to determine salad bar items are
healthier or not. These criteria are similar to those of the lowpddenent of Health NEMS
Healthy Salad Bar Initiative.

Rating Salad Bar Item

Green leafy vegetables
Spinach

Whole or sli frui
Green Go ole or sliced fruit

Whole or sliced vegetables
Canned vegetables/beans
packed without added salt

Iceberg lettuce

Canned vegetabtewith
added salt

Canned beans with added salt
Olives

Nuts (plain or with spices)
Seeds (plain)
Avocado/Guacamole

Lean meat

Meat alternative
Hard boiled eggs

Lowfat or fat-free dressing
Dried or dehydrated fruit

Lunch meat
Bacon
Sausage

Sour ceam
Red Whoa Cheese

Croutons/Crispy noodles
Regular dressing

Any other item that does not meet
Green/Yellow criteria
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Frequently Asked Questions

How have other sites used these assessment scans?

As mentioned above, these scans are based off of scientific staie®ols that have been tested for
construct validity. The hospital assessments these tools are based on have also undergone reliability
testing!* > Hospitals involved in these pilots found the scans feasible, reliable and useful in engaging
their leadership (e.g., using presentations ephge summaries) to begin changitheir hospital
environments.

Ourcafeeria has several stations, including a hot station, a grill station, a deli station, and a salad
station. How do we decide which station wesld review for the scan?

You can decide to survey one area, or all of the areas. You may wish to have one reviewer assess the hot
station, and the other reviewer to assess the grill station. Be sure to note the information in the
comments section. It maye most important to survethe area with the largest use.

If we are scanning the Deli Bar, how do we calculate healthier options? We have chicken and roast beef,
which are okay until the person adds cheese and mayonnaise?

Only nonred meats (i.e., turkegnd chicken) ad vegetarian options should m®unted as healthier.
Furthermore, norried turkey or chicken should be counted as healthier. Meats mixed with mayonnaise
(e.g., chicken salad) should not be counted as healthier. Count each option sepanat¢hen

determine the proportion of healthier options. For example, if the deli station hagjyrthicken, roast
beef, veggieand ham sandwiches, the total proportion of healthier options would be 3/5, regardless of
the types of toppings that are avdike. For @irther information please visit:
http://www.med.upenn.edu/nems/measures.shtml

My worksite has multipleafeerias Which one should | survey?

One option is to choose theafeteria with the highest customer volume. Another option would be to
survey the cafaeria that might have more ability to change. The hope is that after you have surveyed
& 2 dzNJ ¢ 2chfdedalydud@yiwant to work together with the stakeholders to determine a plan of
action to make changes, so it is often more advisabledd with the facilities that you can have more
impact on.

I need more help in understanding what would be healthier options in the Grab and Go section?

In the Grab and Go section close to the registers, healthier options could include low fat granpla bars
small bags of seeds/nuts, baked chipsedriruit/nut mixes, apple sauce

What do | do if my partner reviewer and | had very different responses to some of the survey questions?

This is why it is so important to include comments. Additional informatioriged in the comment

section can usually help you determine where any confusion might have been. It may be helpful for both
reviewers to go back and check the item in question and reach a consensus. Additionally, it may be
useful for raters to consideaking a NEMS training (see Resources section for more information).
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My worksite has completed the assessment, mdvat? What are the next steps?

One important part of using the environmental assessment is to have a discussion with your
stakeholders and pamers about what your plans are to use the data. Some hospitals have presented
the results of the assessment as a presentation-pade informational sheet to the hospital leadership
as acall to action to make changeSome hospitals have gotten togetherwork with thecafeeria staff

to determine ways to improve the offerings. On page 5 of this document you will find a listing of
strategies you can employ, using the information from your scan, to make improvements.
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Resources

Nutrition Environment Mesures Survey

This website provides links for online training using the NEMS tool. This website also provides other
valuable resources. Raters may wish to undergo training to better understand environment
assessments and improve the reliability of theis@ssments. Available at:
http://www.med.upenn.edu/nems/

Healthier Hospital Change Package

This document éscribes a stejpy-step process to hospital environment change from stakeholder
engagement to environment assessment and evaluation. Available at:

Healthy Hospital Choices

This document summarizes the proceedings and results of an expert panel conveGBdChn
August 2010 on hospital environment change. Available at:
http://www.cdc.gov/nccdphp/dnpao/hwi/docs/HealthyHospBkWeb.pdf

Healthy Hospital Practice to Practice Series (P2P)

This P2P Series presents case studies of hospitals improving their environmegitetslpport
the health of their employees and embody the mission of their organization. Available at:
http://www.cdc.gov/nccdphp/dnpao/hwi/resources/hospital_p2p.htm

Concessions an@afderias: Healthy Food in the Federal Workplace

The U.S. General Services Administration website provides an introduction iz #tign and
Sustainability Guidaes for Federal Concessions and Vending Operations. Several resources are
provided. Available ahttp://www.gsa.gov/portal/content/104429

The Network for a Healthy Californi#/orksite Program: Ordering Farm Fresh Produce for
Worksites

This tool describes how to use community supported agriculture or private

companies to deliver fresh fruits and vegetables to a workplace. Available at:
http://www.takeactionca.cdph.ca.gov/docs/fibusinesskit-tools/BRQ

173_FEB_2008FINAL.pdf

Healthy Food Environments Pricing Incentives
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This resource describes how a practiested pricing incentive policy intervention helped to
increase the availability, visibility and affordability for employees in a hospital system in North
Canplina. Core elements, required resources and an implementation plan are described.

Document available at;
http://www.c entertrt.org/content/docs/Intervention Documents/Intervention Templates/HFE

Pricing Incentives Template.pdf

Webinar available atittp://www.c entertrt.org/?p=training_webinars_hfe
Kaiser Pemanente Cafd@eria menu Labeling Intervention

This resource describes how an intervention focusing on stakeholder engagement and-a menu
labeling pilot in 5 hospitadafeeriaswas implemented. The patron response and evaluation led to
the dissemination ofhe intervention to 35 hospitals in 3 states. Available at:
http://www.centertrt.org/content/docs/Intervention_Documents/Intervention_Templates/Kais
er_Permanente_Menu_Labeling_Template.pdf

Snackwise® Nutrition Rating System

¢KS /SYGSNI F2NJ I SIHfdKeé 2SA3IKG YR bdziNARGAZ2Y G bl
shack rating system that can be used in assessments. Available at:
http:/imwww.snackwise.org/howsnackwiseworks.cfm

Healthy Salad Bar Initiative

The lowa Department of Health has adapted the Nutrition Environment Measures Survey for
Vendng Machines (NEM$) http://www.nems-v.com/Index.htm). A system for rating healthier
salad bar items is available &ttp://www.nems-
v.com/documents/SaladBarSneezeGuardSignage.pdf
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Appendix E: Micrarketphoto assessment protocol

Food and Beverage Service Guidelines Executive Ore@g 13
Healthy MicroMarket Evaluation
Protocol for Taking Photos of the Micro Markets
and Documenting Fruit and Vegetables

A.) TAKING PHOTOS

Photograph the Micro Market as follows. See sample photos below:

1.

For full Micro Market:Stand back from the market area and takeotphotos that capture the
micro market area. One from a lefide angle, one from a rigiside angle.
Refrigerators and freezers:

1 Take one full photo of each refrigerator and freezer.

1 Open the door and take one closg photo per shelf making sure thatoducts are
clearly identifiableturning over as necessary to capture all product informati@e.
product name, product size or weight)

For snack area:

1 For shelstable snack standgake one full photo capturing the entire snack area.

9 Take four segrate close up photos, one in each quadrant of the snack area. Make sure
that individual packages are clearly visible for analysis. (i.e. product name, size or
weight)

Q1 Q2
Q3 Q4

For nonrefrigerated Grab and Go Entrée ltem&helfstable soups; przel/cheese/nut boxes;
tuna/cracker boxes, etc). Take one clagephoto of each item, making sure that front of each
product can be seen.

For marketing techniquesTake a clos@p photo of any marketing signage or labels on or near
the machines.

For prichg comparison:Take a clos@ip photo of any signs listing prices of items.

Note: Please be certain that images are clear before sending.

B.) LABELING PHOTOS

Clearly label all photos with the following information:

0 Building (DOT; L&l or DOH)
o Entire market; refrigerator; freezer; snack section; nmfrigerated entrée
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o Photography Categomfull, quadrant for snacks; refrigerator/freezer shelf #; close up
entrée# (non refrigerated items); close up snack#; marketing image; pricing image.

PHOTO EXAMPLES

DOH_snacksection_full DOH_pricing

General Pricing

Fresh Foods Healthy Choice

Yogurt $129-$1.99 Fresh Fruit $0.79 - $1.09

Parfait $349 Fruit or Veggie Cups $209 - $299

Muffins & Pastries $129-$179 Pop Chips $1.09

Lunchables $249 Granola & Protein Bars $0.89 - $2.99

Avanti Market Sandwich $349 - $4.99 Cheese Singles $049

Pierre Signature Sandwich ~ $3.79 Hummus & Pretze! D $2.79

Hot n Ready Breakfast $289 Naked 100% Juice $4.09

Fresh Salads $399 - $4.99 115 0z V8 Juice §139 - $1.69

Milk $089 - $1.49 Almond Milk $2.09

Frozen Food Cold Beverag

Burritos & Hot Pockets $149-$239 20 oz Soft Drinks $149

Sandwiches & Entrees $1.59 -$4.29 20 oz Water $1.49

Ice Cream $0.99 - $2.99 20 oz Gatorade $1.99

ey 16 0z 100% Juice $219
nacks 169 oz Sparkling Water $1.49

Candy, Cookies & Chips $1.09- 5159 Starbucks Coffee $229 - $349

Premium Chocolate $209 Energy Drinks $269 - $3.99
Big Candy

7 g VANT)
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DOH_refrigerator_full DOH_freezer_full
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Appendix= Vending machine photograph protocol

LYAUGNHz2OGA2Y & T2N OGSy

4 pictures per machineMake sure pictures are clear antbducts are easy to
see.

1) Take one picture with code/location form 2) Take one picture of full machine

LA iIITT) ]
coscpep 40
]

M so0ccses LW

3) Take one closeip picture of the top half 4) Take one closep picture of thebottom half
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AppendixG: Cafébasic ad additional criteria by year
Café lasic criteria scorelgy year (full compliance = 25 poit

Cafe Code 2015 2016 2017 2018 Zcé‘f;?: ;Bolrg
Medium SizeCafés

C 22 20 15 20 +5
E 15 17 19 11 -8
G 15 n/a n/a n/a -

I 20 15 15 17 +2
J 14 23 17 14 -3

Large Siz€afés

A 22 19 16 19 +3
B 17 19 19 17 -2
D 22 20 17 22 +5
F 22 19 22 22 0
H 17 19 22 25* +3
Mean Scores 18.6 19 18 18.6 +0.6

*Compliant

Café dditional criteriaCaféscores by year

Cate Code 2015 2016 2017 gg‘f;?fzgig
Medium SizeCafégcompliance = 10 points)

C 24 27 23 34 +11

E 16 34 27 16 -11

G 19 n/a n/a n/a --

| 24 24 21 27 +6
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J 28 47 34 30 -4

Mean 22.2 33.0 26.3 26.8 +0.5

(Medium)
Large Siz€aféqcompliance = 25 points)

A 26 33 37 30 -7
B 30 22 38 34 -4
D 32 27 35 31 -4
F 40 45 36 40 +4
H 25 31 31 37 +6
Mean (Large) 30.6 31.6 35.4 34.4 -1.0

Proportion ofCafésobserving additional criteria for food and beverages by year

» L Proportion of CafesMeeting Ciiteria*

Additional Criteriafor Food and Beverages
2015 2016 2017 2018

/[ dzLJ aAT S& Xmc 21 1/8* 0/9 0/9 1/9
No free refils of SSBs 9/9* 8/8* 6/8* 718*
Offer only lowfat (1%)and nonfat fluid milk 0/9* 0/9 0/9 1/8*
Lowfat (1%) or norfat milk are default milk option 1/8* 1/9 2/8* 0/6*
rI\gi(l}llfjiessctleofrz?IL;/I)tfor coffee servicécream or half and half by 0/10 1/9 1/9 3/8*
I 27T #ofzer@andHpowcalorie beverages 1/10 1/9 4/9 6/9
Offer only 100% fruit juices with no added sugar 0/10 1/9 2/9 1/8*
Vegetable juicescant Ay XHon Y3 aA2RAd 1/8* 1/7* 1/6* 0/5*
Vegetables and Fruits \
Nonried vegetables or fruit are the default side dish 0/3* 6/8* 6/9 4/8*
ﬁcl)log;/(tftapcrﬁ;g;e substitution of noifried vegetable side for 57+ 57+ 5/g* 0/5*
Offer a sllad bar 6/10 6/9 5/9 6/9
Fruit is located in close proximity to dessert options 5/10 7/9 7/9 5/9
h ¥ ¥ S NJsagium dil 2ndl vinegar salad dressing 7/9* 9/9 8/9 8/9
Offer condiments, sauces, and dressings on the side 10/10 9/9 9/9 8/9
Offer healthy option with bread in place of butter 1/5* 8/9 9/9 7/9
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Other Foods and Food Components

senggg:glzl,_ggfnf ér \?vri)lz gr;?nz BTOURs TR [ 919 19 419
2 K2fS ANFAY A& (KS3swhdgsaing dzf G| 0/10 2/8* 0/9 2/7*
Offer lowsugar, high fiber cereals 2/4* 0/4* 3/4* 1/5*
Iag}/;uall:lgpr:ic;r:]fst milk productgcheese, yogurt, etc.) are 0/10 0/9 1/9 1/9
Only offer yogurt without caloric sweeteners @duced/less 0/9* 1/9* 1/8* 0/9
h F ¥ S NJfreafish/o? sfafood optiomieek** 10/10 9/9 9/9 9/9
M 2 | & Kglowngpip@uwft is available 7/10 3/9 6/9 8/9
Halfa AT S L2 NIA2ya | dFAaflof$S 4/10 7/9 5/9 3/9
Offer small portions of muffinguick breads, and bagels 3/10 3/9 2/9 7/9
Desserts are offered in small portion sizes (2 0z) 9/10 6/9 7/9 9/9

*The denominator for some criteria is less than the total numbeCafésevaluated because not all criteria were relevant to e@etié For
exanple, aCafémay not have offered a default side or may not have coffee service.
**Includes tuna salad sandwiches

AppendixH: Roportion of Cafésobserving behavioral economics criteria
Proportion ofCafésapplying additional behavioral economics stragegi

Proportion of CafésMeeting Criteria
2015 2016 2017 2018

Additional Criteria for Behavioral Economics

Healthier options available akprice 9/10 1/9 5/9 2/9
Healthier items placed closer to customers & at ey( 6/10 4/9 4/9 1/9
level

X75% of promabnal signage for healthier items 5/10 7/9 4/6* 5/8*
No marketing of deeffried options as the special or| 8/10 719 9/9 8/9
feature of the day

Employees trained to prompt nefnied vegetables 1/10 1/7* 1/3* 2/7*
Employees trained to prompt zerand lowcalorie 0/10 1/3* n/a** orr*
beverages

Healthier options listed first for each menu categor] 0/10 2/9 2/7* 0/9
Zero and lowcalorie beverages listed before SSBs|  0/9* 1/3* 2/4* 1/5*
the menu

*The denominator for some criteria is less than the ta&ainple size because not all criteria were relevant to each café. For example, a café
may not have offered a default side or may not have coffee service.
**In 2016 the majority, and in 2017 all café beverages weresmife or grakand-go. This categoryags not include coffee service
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Appendixd: Micromarket topselling items by sales quarter

Top 10itemssold in 2017 (Januarpecember)

Total Sum of

ATV Items Sold

Q1 87,588
Cheddar Cheese Squares 3,120
20 oz Diet Soda 2,644
String Cheese Mozla 2,271
20 0z Soda 1,457
2% Half Pint White Milk 1,143
Hard Boiled Eggs 1,111
20 oz Water 1,047
Chips 20z 1,033
Chips 1.50z 973
Organic Hard Boiled Eggs 3 0z 934
Q2 98,500
Cheddar Cheese Squares 3,450
20 oz Diet Soda 3,119
String Cheese Moamella 2,565
20 oz Soda 1,684
Hard Boiled Eggs 1,343
Chips 20z 1,201
20 oz Water 1,158
2% Half Pint White Milk 1,117
Chips 1.50z 1,041
20 oz Soda Zero 1,040
Q3 90,017
Cheddar Cheese Squares 3,210
20 oz Diet Soda 2,933
String Cheese Mozzarella 2,226
20 oz Soda 1,595
Hard Boiled Eggs 1,332
20 oz Water 1,263
Chips 20z 1,084
2% Half Pint White Milk 1,076
20 oz Soda Zero 1,012
20 oz Soda Zero 902
Q4 87,234
Cheddar Cheese Squares 3,147
20 oz Diet Soda 2,950
String Cheese Mozzarella 2,102
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200z Soda 1,783
Hard Boiled Eggs 1,275
20 oz Soda Zero 1,211
20 oz Water 1,144
20 oz Soda Zero 1,029
Chips 20z 1,013
2% Half Pint White Milk 1,005
Grand Total 363,339

Top 10itemssold in 2018 (Januarguly)

Total Sum of

ATV Items Sold
Januay - March 117,351
Cheddar Cheese Squares 3,771
20 oz Diet Soda 3,581
String Cheese Mozzarella 3,051
20 oz Soda 2,246
20 oz Soda Zero 1,691
Hard Boiled Eggs 1,505
20 oz Water 1,469
2% Half Pint White Milk 1,369
20 oz Soda Zero 1,277
16 oz Energrink Zero 1,241
April - July 131,133
20 oz Diet Soda 4,494
Cheddar Cheese Squares 4,086
String Cheese Mozzarella 3,589
20 oz Soda 2,491
20 oz Soda Zero 2,059
20 oz Water 1,764
12 oz Soda 1,547
20 oz Soda Zero 1,514
2% Half Pint White Milk 1,479
Chocolate Peanut Candies 1,334
Grandtotal 248,484
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AppendixJ Proportionof approved vs. not approvedicro-marketpurchases has

changedwithin each agency year over year
Percent of total approved vs. not approved purchases by state agency and year




Percent of total approved vs. not approved purchases by state agency and year:

Services




Percent of total approved vs. not approved purchases by state agency and year:

63





















